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THE IMPORTANCE OF PROMOTION TOWARDS VISITOR’S INTENTION 
TO VISIT EVENT AND FESTIVAL  
 
ABSTRACT 
 
Event and festival are the most important areas of the tourism industry.  It contains the 
celebration of music, art, food, film or the uniqueness of the cultural that able to 
attract visitor.  In order to make the visitor knows about the existing of the event and 
festival, promotion is needed so that the visitor is aware about the event and makes 
them have the intention to visit.   For this study, the event and festival chosen is 
Tarian Cuti-cuti 1Malaysia Tourism Carnival.  Most of the visitor that had visited the 
event knew about the event from society, association, word of mouth and not through 
the appropriate channel of promotion such as media.  Thus, the visitor received 
insufficient information regarding the event.  This study used convenience sampling 
and the sample size is; the visitor that visited the event and festival.  The findings in 
this study revealed on the awareness factor; the relationship promotion and awareness 
factor that attract audience to visit event and festival; the relationship between 
awareness and intention to visit; and awareness as mediator towards the relationship 
between intention to visit and promotion.  Meanwhile, the findings answered the 
objective and the hypotheses are accepted.  The awareness as the mediator between 
promotion and intention to visit event or festival become the contribution of this 
study.   
 
Key Words:  Awareness, Intention to Visit, Promotion, Event, Festival  
v 
 
 
TABLE OF CONTENTS 
                      PAGE 
TITLE PAGE              i 
AUTHOR’S DECLARATION    ii 
ABSTRACT   iii 
ACKNOWLEDGEMENTS   iv 
TABLE OF CONTENTS   vi 
LIST OF TABLES   ix 
LIST OF FIGURES   x 
 
CHAPTER ONE: INTRODUCTION 
1.0 Introduction         1 
1.1 Background of the Study       1 
1.2 Research Problem        8 
1.3 Purpose of Study        10 
1.4 Research Objectives        11 
1.5 Research Questions        11 
1.6 Study Framework        12 
1.7 Hypotheses         13 
1.8 Significance of the Study       13 
1.9 Definitions of the Keywords       14 
1.10 Structure of the Thesis       15 
 
CHAPTER TWO: LITERATURE REVIEW 
2.0 Introduction         17 
2.1 Festival          17 
2.2 Marketing          18 
2.3 Promotion         22 
2.4 Awareness         24 
2.5 Intention to Visit         27 
vi 
 
 
CHAPTER THREE: RESEARCH METHODOLOGY 
3.0 Introduction         31 
3.1 Research Design        31 
3.2 Sampling Design        32 
3.3 Sample Size         32 
3.4 Research Instrument        34 
3.5 Questionnaire Design        35 
3.6 Translation of the Questionnaire      41 
3.7 Reliability and Validity of the Instrument      43 
3.8 Data Collection        50 
 
CHAPTER FOUR: DATA ANALYSIS AND RESULTS 
4.0 Overview         51 
4.1 Respondents’ Profiles       51 
4.2       Discussion on Promotion Elements      53 
4.3 Procedures of Analyses       63 
 4.3.1 Discussion on the awareness factor     63 
 4.3.2 Discussion on the relationship promotion and awareness  
        factor that attract audience to visit and festival    64 
4.4  Regression Analysis        
  4.4 1. Discussion on relationship between awareness and    66 
   intention to visit 
4.4.2 Discussion on awareness as mediator towards the    67 
relationship  between intention to visit and promotion  
 
 
 
 
 
 
 
 
